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Why......

are libraries being closed?

are many library budgets in a constant state of
cut-backs or threats of cutbacks?

are library services hardly ever included in public
policy and funding solutions for community
1Ssues?

are librarians hardly ever invited to the table to
talk about community issues?



We don’t lack data...

m NCES Annual Public Library Stats
m Public Library Data Service (PLDS)
B State Statistics

m NDP: Normative Data Process

m E-Metrics

m [ndividual library statistics: usage, workload
factors, ROI, etficiency, customer profiles,
customer satisfaction, output measures, etc.

m [act that we have a 3 day conference on it



We don’t lack promotions....

m Advocacy campaigns by our various national
and state organizations.

m We certainly have the market penetration. More
outlets than McDonalds!



The Mind of Data

B Are we asking the right questions?

B Do we use data effectively?

m Are there other sources of data?



Freakonomics

Steven Levitt:

““economics 1s a science with excellent tools
for gaining answers but

....thinking
sensibly about how people behave in the
real world.”



The Interesting Questions?

m Ffficiency of a library...the perspective of
librarians.

m Fffectiveness of a library...the perspective
of the custometr.

® The role of a library, from the view of what
the community values, rather than what we
deliver.



What does a community value?

® Hducation
B Hconomic Development
m Quality of Life

m Public Safety



Do we use data effectively?

m Return On Investment (ROI)
m Comparisons and Rankings

m Avoid Paralysis of Analysis. Be selective.
The Paradox of Choice: More is Less!



Make it Real!

m Daily vs annual statistics: circulation, visitors,

PC use
m Circulation & materials expenditures per cap.
m Comparisons they can relate to.

m Accompany them with stories that reflect the
community’s values....values trump data. Leave
‘em with Goosebumps!



)

In 1933, Ernest and Julio Gallo
needed a wine recipe

to start their business.
Where did they turn for help?
Their local library.

There, they found the pamphlet

“The Principles of Winemaking.”

They started to make wine,
pursued their dream—and
the rest is history.

Three generations later,

Gallo wines earn worldwide
acclaim as Matt and Gina Gallo
carry the family dream forward.

Their small business has
grown to create hundreds
of jobs, thousands of
opportunities and millions
of satisfied customers.

(T
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Great American winemaking
| started in a librarys

b

YOUF‘ PUBLIC LIBF‘APY
S A SMALL BUSINES

INCUBATOR

v $1 spent on the library,
a community sees an average of $4 in return.

Who kno 1at Gallo suc is atyour libr right na




Use other’s data

m Research on how children learn to read and brain
development in first 3 years of life.

m Federal Reserve Bank in Minnesota (Art Rolnick)
on long term economic impact of early childhood
investments.

m Keith Curry LLance’s handout Making [t Count tor
PLLA Smartest Card campaign 1s available online.

m Harly Childhood Longitudinal Study (ECLS)

® Hconomic Development




Reason to be Optimistic

B (@your library campaigns at ALLA

m ALLA’s strategic plan:
“More research documenting the impact
and value of libraries.”

American Libraries, November 2005



The SmartestGard

Getit.Useit.
@your library




The Smartest Card Campaign
Goals

m The library card will be the most valued and
used card in every wallet.

m Funders and community leaders will value and
support America’'s public libraries.

m All library staff will understand the value of the

campaign and be enthusiastic supporters.



Objectives

The Smartest Card

Getit.Useit.
@your library

m Library funding will increase.

m [ibrary use will increase in person and online.

m The number of library cardholders will increase.



Tagline

The Smartest Card: Get it. Use it.

(@ your library



Key Messages

mPublic libraries are partners
for vibrant and educated

communities.
The Smartest Gard . 1 : .
Get it.Use it. mPublic libraries are essential
@youriorary for a free people.

mPublic libraries are places of

opportunity.



Initial Target Groups

Internal Audiences

m Staff

B [ rustees
m Friends

B Volunteers



Our Call-to-Action.....

“L ubr‘owu%/ ha/ve/ been avround

it i up to- Librawians to- market
thewselves so-they donwt
disappear!”

Business leader in focus group



Why buy when you can borrow? Freeg@your library.
Your public library is a Most public libraries provide
goldmine of books, magazines, computers—and classes—for Kids
movies, CDs and other to use, mom and dad too.
great stuff.

Make learning fun.

Check out reading clubs,

storyhours, movies

and other free programs

for kids and families.

Need homework help? 3 Keep kids reading.

Encourage your child to ask /' The more kids read, the

a pro—your librarian. 1 better they do in school.
Your library has something
for every age and interest.

The Smartest Card

Getit.Useit.

@your library

Look, Listen & Enjoy.
Borrow films and music for /
the whole family. |

If you don't sea it, ask!
The library may be able to
get it for you.

Bring the whole family!

How many places can you all Rememb learning begins at home.

enjoy together? For free!ll See your library's parenting
collection for tips on how you can be
your child's first and best teacher.




TheSmartest Gard

Next Phase Get it lsert

Enough with platitudes.

Move beyond testimonials by
“intluential others.”



Advocacy based on Research!

Hired Metropolitan Group to:

m Develop a toolkit which can be adapted by local
library staff to showcase the value of libraries

based on demonstrated impact, research and
stoties.

m Provide technical assistance on engaging the
library family at all levels so toolkit 1s used
effectively.



Use Our Own Messengetrs

m What better, more passionate messengers
than our own staff, trustees, friends,
customers.

B Armed with evidence of demonstrable
impact of library services.



PLA Planning Process

B Roles & Service Responses
What we deliver.
VS

What the community values.

® Need to build messages which bridge between what
communities care about and what we deliver.

® Build a Communication Strategy (based on the PLA
Service Responses) for advocacy and long term
relationship building....NOT promotions.



Models

m Gates Foundation 2004 report: Toward Equality of
Access: The role of Public Libraries in Addressing the
Digital Divide

m WebJunction’s Focus on Demonstrating Impact

B ALA’s www list of Articles & Studies related to
Library Value (ROI)

m Outcomes focus of LSTA grant awards
m NCLIS Health Award for Libraries

m ’s survey of percetved value ot public libraries.
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